Abstract: Objective: One aim of the anti-tobacco mass media campaigns in NSW is to increase the numbers of smokers calling the Quitline to seek assistance to quit. Methods: Investigation of the relationship between the weight of television advertising (Target Audience Rating Points: TARPs) and number of calls to the Quitline. Results: There is a high correlation between weekly Quitline calls and TARPs. Conclusions: Anti-tobacco mass media campaign advertising that promotes the Quitline number encourages smokers to seek assistance to quit.
The NSW State Plan, NSW Cancer Plan and the NSW Tobacco Action Plan 2005-2009 set a target of an annual one percentage point reduction in smoking prevalence. Under these plans, the Cancer Institute NSW has the primary responsibility for the design, development and delivery of mass media campaigns that aim to influence smoking behaviours and encourage smokers to quit. 1, 2 Since 2004, the NSW Government has committed substantial funding to these campaigns.
In New South Wales (NSW) in 2006, smokers were the target of 32 weeks of anti-tobacco television advertising funded by the Cancer Institute NSW. In addition, at the beginning of 2006, the Commonwealth Government funded two campaigns totalling 10 weeks -the Australian Competition and Consumer Commission (ACCC) Lights and Milds Cam paign and a Primer Campaign for the introduction of graphic health warnings on tobacco products. Advertise ments for nicotine replacement therapy (NRT) products, funded by pharmaceutical companies, also aired throughout this period.
Telephone Quitlines providing counselling and support are effective in assisting smokers to quit. 4 Previous studies have shown that smokers who call the Quitline, particularly those who use callback counselling, can increase their chances of quitting successfully. 4, 5 The present study presents data on the relationship between anti-tobacco television advertising in 2006 and the volume of Quitline calls generated in response. The target of the advertising was primarily adult smokers, although this varied between the campaigns. The Quitline number was shown at the end of all the advertisements to facilitate a smoker's behavioural response by calling the Quitline.
Methods

Advertising campaigns
Television advertising activity
The standard advertising industry measure of television advertising weight scheduled to reach the target audience is a Target Audience Rating Point (TARP). It is an estimate based on Australian Television Audience Measurement (Oz TAM) and is a multiple of the percentage of the target audience reached by the campaign and the average number of times a target audience member is exposed to the advertising. For example, one TARP represents 1% of the target audience who have had the opportunity to see a campaign advertisement on television once. 6, 7 When developing a campaign, total weekly TARPs are normally the reference point. Total weekly TARPs of 200, for example, could be an aggregate of 20 TV spots or advertising placements each generating 10 TARPs. There will be audience duplication as viewers generally see more than one ad in a week. Weekly TARPs of 200 would reach approximately 70% of a target audience 2.8 times. The more weekly TARPs, the heavier the advertising and the more repetition generated.
Weekly television performance data for Cancer Institute NSW campaigns based on actual TARPs, including bonuses (extra spots aired in addition to TARPs that are paid for), was supplied by MediaCom. Data were weighted according to the metropolitan (Sydney) and regional (Northern and Southern NSW) television market population potentials for 2006 for each campaign. A hybrid Southern NSW market, including Wollongong, Central West (Orange, Wagga and Dubbo) and Albury, was created to account for the exclusion of Canberra in the media buy. The target age group for the campaigns varied across 2006, so the TARP weighting was conducted on the basis of a fixed category at 16 years and over. The metropolitan and regional data were then aggregated to give a total NSW figure for each campaign.
The TARPs for the two Commonwealth-funded campaigns have been sourced from ACNielsen and aggregated for NSW based on unweighted data. The TARPs for the NRT product advertising are not included in this data.
Quitline calls
. This allows assessment of the actual number of calls, with data available on successful (calls answered) and un-successful (not answered, abandoned or busy) calls. The call data presented in the present study represent successful calls made in NSW to both Quitline numbers. The number of callers going on to use the NSW Quitline telephone counselling service is also monitored; however, it is not reported here.
To compare whether Quitline calls were correlated with TARPS, we calculated the correlated coefficient of the weekly counts of Quitline calls and weekly aggregated NSW TARPs using R8 statistical software. 8 Results Figure 1 The results also indicate that low to medium TARP levels (an average of just over 130) could generate a reasonable amount of calls per week (average just over 1000). All of the campaigns appear to have played a role in generating calls.
The results presented here provide further evidence that television advertising not only promotes awareness of the Quitline number, but also leads to a call response. Increasing the number of smokers calling the Quitline is a desired outcome given that it can increase their chances of quitting successfully. 4, 5 However, previous studies have also shown that only a small proportion of smokers will call the Quitline for assistance to quit. 10 Therefore the Quitline call response does not provide a complete picture of the community impact of anti-tobacco mass media campaigns.
Conclusion
The results indicate that promoting the Quitline through anti-tobacco mass media campaign advertising does encourage smokers to seek assistance to quit.
